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ist. Exactly what you bargain for, 
2d. A better quality of goods, 
3a. More for your money 





when you advertise in The San Francisco Examiner than you 
can get in any other newspaper in America—and Rowell says 
there are 20,000 of them. 


64,712 75,020 78,525 


DAILY. SUNDAY. WEEKLY 











This is strong language, but it is absolutely true, and for 
these simple reasons : 

rst. Because the statements published of THE 
EXAMINER czrculation for every tssue are 
sworn to, 

2d, Because THE EXAMINER @s taken (subscribed, 
paid for and read) by the more intelligent, 
well-to-do and dominating class ; 

3a. Because the price of advertising space ts such 
you can “turn the goods” and realize a 
profit, in the parlance of old Californians, 
it’s a good investment— 


we—_YOu Bet 


W. R. HEARST, Proprietor. 















W. J. RITCHIE, Eastern Agent, 186 World Building, New York. 
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The papers on the ATLANTIC 
COAST LISTS are not mush- 


_ room papers. They are solid, sub- | 


: 
: 


| 


| 
| 


scribed - for Weeklies, taken and 
read by the entire family. Adver- | 
tisers in these lists find that the | 
second year pays better than the 
first, the third better than the second, 
the fourth better than the third ; and | 
they all keep on advertising, the 


results warranting them in so doing. 


1400 Local Papers, 60 per cent. of them being 
the only papers in their towns. 


One order, one electrotype does the business. 


134 LEONARD STREET, NEW YORK CITY. 
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AN ENGLISH ADVERTISING AGENT 
HONORED. 


Mr. L. O. Johnson, head of the 
well-known English advertising agency 
of C. Mitchell & Co., has been visiting 
this country as the guest of Mr. George 
R. White, of the Potter Drug and 
Chemical Co. He sailed for London 
on the ‘‘ Britannic,” Nov. 15, taking 
back with him some large orders for 
advertising in Great Britain from 
American ad - 


formal remarks were made by a number 
of those present. Mr. Johnson spoke 
particularly of the conservative charac- 
ter of the English papers, and the dif- 
ference between advertising conditions 
here and abroad. He deplored the un- 
willingness of English publishers to 
give any information in regard to their 
circulation—which is the true basis of 
advertising rates. He had been strug- 
gling for many years to induce the 
papers to state their circulation, as is 
generally done 





vertisers, ine [| 
cluding a 

20,000 con- 
tract for Cuti- 
cura, 

On the night 
before _ sailing, 
Mr. Johnson 
was tendered a 
farewell dinner 
at the Man- 
hattan Club, 
New York, by 
Mr. A. Frank 
Richardson. 

Among those 
present were: 
Messrs. Brent 
Good (Carter's 
Little Liver 
Pills), Alfred B. 
Scott (Scott's 
Emulsion), 








in America, but 
his efforts had 
met with little 
success. The 
circulation state- 
ments given in 
the English di- 
rectories, he 
said, were little 
more than 
guesswork. The 
paper that had 
been established 
for a hundred 
years or so ac- 
quired a certain 
prestige, and 
English adver- 
tisers would use 
it every time in 
preference to 
some new paper 
that might have 











Geo. R. White 
(Cuticura), Geo. 
5. Seabury (Benson’s Plasters), Artemas 
Ward (Sapolio), Jas. Tolman Pyle 
(Pearline), Lyman Brown (Siegel’s 
Syrup), Chas. H. Fletcher (Castoria), 
Wm. O. Howitt (Ayers’ Sarsaparilla), 
Wm. D. Phillips (Phillips Chemical 
Co.), Alfred H. Mason (Seabury & 
Johnson), and the following newspaper 
representatives : Ambrose Butler, 
T. B. Eiker, C. J. Billson, Ellis H. 
Masters; E. H. Spear, H. L. Ensign, 
and Geo, L. Lord. 

Mr. Richardson presided, and in- 


L. O. Jounson, 


sprung up and 
gained ten times 
its circulation. Illustrating this con- 
servative phase of the English char- 
acter, he cited the case of Mr. Augustin 
Daly, the American theatrical man- 
ager, whose success was so great when 
his company appeared in some of the 
well-known London theaters, that he 
was induced to build a magnificent play- 
house of his own on Leicester Square. 
He is now playing to very small audi- 
ences, although when the same company 
appeared in an old-established theater, 
which the London public were accus- 
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tomed to frequent, it would be difficult 
to obtain standing-room, For a new 
proprietary article to obtain a foot-hold 
on the English market, Mr. Johnson 
said, would take at least five years. 
LACK OF SYSTEM IN COUNTRY 
OFFICES, 
‘By an ex-Fournalist. 





To those who do business with the 
country press the lack of system be- 
comes quickly and painfully apparent. 
Of course, the absence of correct and 
healthful business methods is not by 
any means confined to the newspaper 
men of the smaller towns and cities. 
It prevails among all classes, and to it 
is chargeable to an important degree 
the failures which are so numerous 
among tradesmen. An accomplished 
editor oftener than otherwise proves a 
very indifferent business man, just as 
physicians and lawyers, artisans and 
inventors of fine capabilities are defect- 
ive in qualities which would make 
them as successful financially as they 
are in their chosen professions and oc- 
cupations. Then, as I am perfectly 
well aware, the duties of a country 
newspaper publisher are exacting and 
multifarious. The all-around work 
which demands his attention, and the 
different departments he is compelled 
to supervise, tend to prevent concen- 
trated effort or system, even when such 
system, once inaugurated, would ma- 
terially simplify the perplexities and 
lessen the labor of his position, 

As I managed to keep affairs in pass- 
ably good shape in my own office, 
however, I was not prepared for the 
revelation made by my first advertising 
venture in the country press. The one 
hundred and sixty journals I had se- 
lected in four States were of the better 
class, and at the inception I anticipated 
little trouble in having the work done 
in accordance with the contract, which 
was simple, and consisted only of the 
appearance each day or week of a two- 
inch electro on the local page. The in- 
structions forwarded with the order 
were concise, in large type, and duly 
emphasized, and, in addition to the 
provision already stated, cautioned the 
publisher to at once place my address 
on his subscription list, that it might 
not be overlooked, and credit for the 
advertising commence with the first in- 
sertion. Then, in calm confidence and 
that benignity of spirit which is sup- 
posed to attach itself to all creditable 


action, I rested and awaited develop- 
ments. 

The returns came in slowly. A few 
newspapers on the list arrived promptly, 
with the advertisement in the stipulated 
position; a greater number with the 
advertisement placed without regard to 
position. Others were forwarded for 
several weeks, in which no trace of the 
electro could be discovered. ‘The de- 
linquents were notified of these unto- 
ward circumstances in some instances 
twice and thrice before they could be 
adjusted to the situation, From acon- 
siderable percentage nothing whatever 
was heard, but I afterwards found that 
the advertisement had been inserted 
after a fashion in most of them, and 
they had neglected to mail copies of 
the paper. It was fully two months 
before the entire list was running, and 
this was a disappointment and unsatis- 
factory, because I had expressly de- 
signed and desired they should all start 
at the same date and expire together. 

Then other difficulties arose. The 
omissions were numerous, Whenever 
the paper was crowded, my electro, 
with reasonable certainty, could be 
reckoned among the missing. The ad- 
vertisement seemed also ever inevitably 
drifting toward the foot of the last 
column of the most undesirable page, 
where it was surrounded and over- 
shadowed and hemmed in by patent 
medicines and appeals to those sup- 
posed to be languishing with private 
diseases, 

To be brief, I found the work that I 
had undertaken was not pastime, as I 
had indulged the belief it would be, but 
made heavy drafts on two essential at- 
tributes—vigilance and persistency—if 
it was to be successful, and the number 
of postals and letters of complaint 
written and forwarded during the life 
of this brief contract surpassed cre- 
dence. 

To be fair, it must be stated that 
this want of system on the part of the 
journais contracted with had its com- 
pensations. The publishers as a rule 
were good-natured, willing to make 
amends, and to one daily I was obliged 
to send five notifications of the conclu- 
sion of its service before the advertise- 
ment and the paper were both stopped. 

Several others were alco similarly 
apprised that the contract had been 
satisfied, but this method of procedure 
was finally abandoned, and as the extra 
advertising cost nothing, they were per- 
mitted to do business in their own way. 





~ 
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The contract was for four months, 
Some discontinued before the contract 
was completed, some ran for a month 
or two over, and fully a score were 
still running the electro for the thirty- 
second week, when my connection with 
the concern was dissolved. 

As a journalist I was sometimes im- 
patient and condemnatory of advertis- 
ing agencies which insisted on a literal 
interpretation of their contracts, deem- 
ing them over-technical, but as an ad- 
vertiser this opinion was quickly modi- 
fied, and I saw the urgent need of 
system in transactions with the news- 
papers. The discipline incident to 
thoroughness of detail would put money 
into the pockets of the country press, 
and relieve advertisers and agencies of 
an annoyance and expense it is a need- 
less injustice to impose. 


Se 

HOW TO MAKE A LIVE AD. 

By Fed Scarhoro. 

First, get ideas by direct contact 
with the wares you’re going to write 
about. If it’s dress goods, see it under 
different lights—feel it with both hands. 
The sensation produced in one may 
suggest a clearer idea of its texture 
than that sent through the other. 

Have the salesman shake the fabric 
into folds and festoons, and in doing 
so he is sure to shake out half a dozen 
bright ideas, which you can weave into 
your ad with telling effect. Look along 
down the counters and see the solid 
walls of many-colored fabrics, and, no 
doubt, something else beside ‘* groan- 
ing counters” will fiash into your mind. 

Quiz the salesman, quiz the buyer, 
and if convenient walk through the 
long lines of pounding looms and rat- 
tling shuttles, where the goods are man- 
ufactured, see the raw material, the 
dyes, and, if possible, everything which 
goes to make up the completed fabrics. 

Listen to the remarks of customers, 
analyze their criticisms, weigh their 
praises, cull their comments, study 
closely their faces as the goods are 
being shown them. In a _ thousand 
ways they may say or look something 
that would give a relish to your ad if 
skillfully woven into it. 

If you are writing about foods, taste, 
smell (however impolite), analyze them, 
and, as far as possible, put yourself in 
the consumer’s place. There are al- 
ways two ends to a bargain, and the 
ad writer should straddle the fence and 
look from both sides. If he is to forge 
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a link to bind the advertiser to the con- 
sumer, he must study the public needs 
as well as the advertiser’s, in order to 
fit the link without fricticn. 

The poet who sings of *‘ rocks and 
rills”” has, at some time or other, list- 
ened to the murmur of the rills, felt 
their cool spray as they rolled over the 
rugged rocks, and in various ways by 
actual contact had the very refreshing 
phrases which he fits into his fancies 
forced into his mind. 

A few minor points, born of contact 
and graphically depicted in a few crisp 
words, have more drawing power than 
a half column of double-leaded, lifeless 
superlatives. 

If you are writing an ad for a me- 
chanical device, don’t get all your facts 
from the owner ; take the thing apart, 
count the parts, study it as a possible 
purchaser, as an owner, as an ad writer; 
compare its strength, its simplicity, and 
its convenience with competitive ma- 
chines. Facts gained in this way are 
alive both to you and the reader. You 
feel them, and in gaining them by both 
contact and study you have gained the 
power to picture them in live and tell- 
ing language. 

Let there be a steady glow of truth 
about your ads, and the public will 
soon warm up to the wares you are 
writing about. Be original, but bear 
in mind that exaggeration is not origi- 
nality. ‘The unvarnished truth is often 
strikingly original because it’s ¢rwe. 

Let language seive as the calcium 
light by means of which you may throw 
any number of striking effects upon the 
subject, without distorting or exagger- 
ating the true merit of your wares, 

An ad spun out without knowledge 
gained by contact is bound to have a 
cracked-bell ring to it, which the public 
is sure to detect. Instinct aids most 
people in detecting padded falsehoods, 
however artfully constructed from plain 
facts. 

Infuse into your ad such a genuine 
flavor of the thing you’re writing about 
that readers will experience a mental 
hunger, not for the ad, but for your 
wares. Dickens possessed the power 
of making a reader hungry in a single 
paragraph. 

When you write of foods, as far as 
possible let your ideas be formed 
through the sensation of taste, and fil- 
tered and refined through your brain, 
and along down through your pen. 

Listen to the salesman’s remarks 
about his wares; compare his claims 
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with the things he’s talking about, and 
see if they are true as far as you can 
see. Cull over his description and pick 
out the truest, crispest and most con- 
vincing claims he has made, to work 
into your ad. In short, write your ad 
so truthfully that you wouldn’t be 
ashamed to have it read in the presence 
of your goods and your customers. 
————_ +o 
A MAIL ORDER BUSINESS. 


‘By Charles Austin Bates. 


In 1892 the Pettis Dry Goods Co., 
of Indianapolis, used a ten-inch double 
space in about twenty county papers, 
to influence mail orders and purchases 
from those who came to Indianapolis 








THE NEW YORK STORE, 
| INDIANAPOLIS, IND. 
Betablished 1853, 


| Gloves 


| . | 
| By Mail. | 





We have earned @ high reputa- 
tion on the’ ope and fit of 
our gioves, It goes without 
sayimyg that tié prices are right. 
In ae gloves sent by mail 
state exaetly what kind and 
shade is wanted and enclose 
the price you wish te pay. 
The. gloves come. within 24 
hours. 


Dress -Goods | 


We send samples of dress yoode 
free on request. Say what 
grade of goods you would like | 
tosee, Everything from calico | 
| 





to velvet. 


A Souvenir 


_— published a beantifal 
ou venit book of the store illus- 
trated incolors. It’s yours for 
the ask'ng. Send a 2 cent 
stamp to pay postage. 


| Patterns 


Standard patterns are the best 
inthe market. We havea com- 
plete line Handy catalogue— 
price five cents—free by mail 
on reevipt ot 2 cents postage. 
Perris Day Goops Co 








at the discretion of the country pub- 
lisher. The amount paid for the serv- 
ice was about $2,500 for the year. Of 





THE NEW YORK STORE, 


INDIANAPOLIS. IND. 
Established 1853, 


Three 
_ Things 
Free. 


We have published a beautiful 
ilustrated Souvenir Book 
printed if four colors showing 
“the great store as it is.” 
Every body in Indiana onght 
to see it. We'll send it free. 


“Fashions,” 


We publish every month a 
handsomely printed fashion 
magazine fully as ood in every 
way ax Harper's Bazar. We | 
sell it for 50c u year and will | 
send a sample copy free onre- | 
quest.’ 


Handy Pattern Catalogue 


We have taken the agency Tor 

the Standard Patterns which 

| are by far the best patterns 

published. The regular price 
of the catalogue is five cents | 
but you can have one free | 
| 


How To Get Them. 
Enclose two 2c. stamps for post- 
age, give your address and we 
will be pleased to send you all 
three of the above free of cost 
Pettis Dry Goons Co 











course there was no way of tracing re- 
sults, but the mail order business cer- 
tainly was not enormous, 

In contracting for 1893 I bought six 
inches, single column, next to reading, 
on local page, in thirty-six weekly pa- 
pers, for the months of March, April, 
May, June, September, October, No- 
vember and December, with weekly 
changes of copy, the cost of which 
amounted to about $goo in all, includ- 
ing the printing of copy to send to the 
papers. 

Generally I advertised such things 
as were readily mailable, and the mail 
order business improved greatly dur- 


to do their buying. The ads were, al- ing the first six months of this system. 
most without exception, of a general Direct returns from the advertisements 


character, and set in big, black type were comparatively few, but on two or 











se re 









three occasions, when ‘‘ free” things 
were advertised, the responses were 
such as proved that the ads were read 
to quite an extent. The display used 
was very simple, yet the ads stood out 
well and were very easy to find and 
hard to skip. We could not well ad- 
vertise special bargains by mail, for the 
responses, if any, would come ten days 
or two weeks after the ad was written, 
and as our stock of any one thing was 
comparatively small, the goods would 
be gone before the order came. The 
ads were sent out on Monday for pub- 
lication in papers issued on Wednesday, 
Thursday, Friday and Saturday, 

The object we sought was not so 
much a direct sale from the ad as to 
inculcate in the people’s minds the idea 
of buying anything they might happen 
to need through the medium of our 
mail order department. 

Here are a couple of samples. I 
used exactly the same style always, of 


course, 
| 


WOMEN AS ADVERTISING SOLICITORS, 
From the N. Y, Evening Sun, 


For a long time women looked over the 
fence at the rich fields of advertising. Occa- 
sionally one would thrust her hands between 
the bars and pull a few of the flowers that 
grew sufficiently near. Now and then an 
adventurous person would jump over the 
fence and gather her hands full when nobody 
was looking and scurry back. But only re- 
cently, it “Ppciai? women have taken down 
the bars and boldly marched into this valua- 
bleinclosure pre- empted by men, Aman who 
employs six women as advertising agents 
called his class before him the other day, 
His instructions may be regarded as trade 
secrets, and only the importance of good 
clothes, a first-class dressmaker and a woman- 
of-the-world air need be referred to here. 

As advertising agents all women need not 
hope to succeed. Every one knows that the 
talents of the successful lightuing rod man 
if turned in any other direction, would lead 
him to fame. The essential qualities reveal 
themselves in the following story: There isa 
man up-town in a prosperous business con- 
fined to supplying several specialties who is 
the despair of advertising agents. When he 
wants to communicate with the public, which 
he does rarely, he undertakes the negotiation 
himself and accomplishes it with discour- 
aging brev ity. ‘To this mana woman was sent. 
“T haven’t got any time to talk to you; my 
time is worth five dollars a minute,’’ he said. 
The woman put her hand in her pocket, took 
out $15, and fa id her watch on top of the bills. 
*I would like to have three minutes’ conver- 
sation with you,” she said; “there is the 
money.’ The man could say nothing against 
so plain a business proposition, and the woman 
took three minutes in setting forth her errand. 
She did not succeed. The man said he could 
not see what her people could do for him, but 
he listened. When the three minutes were up 
she put her watch back and started out, leav- 
ing the bills. ‘The man followed and insisted 
on returning the money. ‘The woman says 
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that she would have oeen perfectly reconciled 
to his keeping it, for this story is but half told. 
Another woman having extricated herself 
successfully from such an encounter would 
have been satisfied and never gone back, 
But here is where one discerns a genius for 
affairs, ‘The next week sle called again to 
see this man. ‘You said, sir, my people 
could do nothing for you. LT have somebedy 
now who can,”’ She had won her hearing in 
the first visit, now she accomplished her ob- 
ject. When she left she took witi: her an 
advertisement of such importance that her 
quarry must have contemplated himself with 
astonishment. Nor was this her last visit. 
**T have always time for you!” exclaims this 
crusty merchant, whom other advertising 
agents have alw ays had to sight at long range. 
_—s> + 
THE VALUE OF EXCLUSIVENESS. 
From Life. 

A publisher who really begins to show some- 
thing like genius is our old friend and late 
fellow-citizen, Mr. William W. Astor, of Lon- 
don. His great stroke was made the other 
day, when he closed the advertising columns 
of his periodicals to certain quack remedies, 
of the inefficacy of which he had become con- 
vinced. He announced that in future he 
would not advertise patent remedies which 
were frauds. Of course, nothing could tend 
more surely to cram his columus with adver- 
tisements of remedies that were not frauds, 
So now he sels an implied indorsement with 
every line of his advertising space, and can, 
doubtless, make his rates as high as those of 
the religious weeklies, which work somewhat 
on the same plan. Mr. Astor did not spend 
thirty years in the rarest social attitudes of 
Fifth Avenue without learning the commer- 
cial value of exclusiveness. He is a clever 
man, and it is all too possible that his period- 
icals’ may make money. 





NEWSPAPER MANAGEMENT. 
From Truth. 

Chas, A. Dana, of the New York Sun, 
writes, manages, and edits his paper with in- 
detatigable industry and unremitting zeal. It 
may not be generally known that there is no 
figure in London, Paris or Berlin who is com. 
parable to hirfi. The Times, of London, fol- 
lows the system of farming out its leading 
articles to experts, If the public is interested 
in any particular question, the editorial and 
leader on that question is written by some col- 
lege professor, scientist, essayist, or profes- 
sional political economist who has made a study 
of the subject. Figaro, in Paris, has a big 
staff of twelve editors, and the German and 
Austrian papers are invariably dominated by 
their publishers, who manage the political and 
financial portion of their papers in a diplo- 
matic way, but do not write. 








Classified Advertisements. 


Advertisements under this head. two lines or 
more, without display, 25 cents a line. Must 
be handed in one week in advance. 

WANTS. 

‘(HE ST. NICHOLAS MAGAZINE wants your 

attention, and ceserves 


US Columbian » stamps are bought 
E, T. PARK on Bethlehem, Pa, 
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Cwm and old VU. s wanted. 
ROBERT L. STEPHENS, wo , Ill. 


DVERTISING SPACE—Send samples and 


rates. C. lk. ALKIRE, Mt. Sterling, Ohio. 
H. SWANK MFG. CO. wants men who talk 
e businessand make money. fremont, O. 


LL values Columbian stamps (except 2c.) want 
ed. CRITTENDEN & BORGMAN CO., Detroit. 

COMPETENT newspaper pressman desires 
position. Address “ G.,” care Printers’ ink. 


AKE $100 with holiday souvenir, only $4 i 
M.Dummy free. VIM PAPER CO. ,Peoria, Ill. 
RINTERS’ INK, spec jal « edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 
TEW department headin a news) 
4 Send for proofs. nT ARPER, ER, 
Columbus, O. : 
7 EW weather and secret society cuts for news- 
4 papers. Proofs free. CHAS. W. HARPER, 
$9 EYP oO. 4 
HYPNOTISM books in exchange for adv. 
space or letters. PROF, ANDERSON, P. 
B2 182 State St., Chicago. 
I HAVE successful methods for increasing cir- 
culation. Open to engagement January Ist. 
“DU GAR,” Printers’ Ink 
N editor and business manager will buy 
whole or part interest in first-class daily or 
weekly. “ R.,” Box 3212, New York. 
ae GMal L TALK ABOUT BUSINESS.” By mail. 
Paper, 40 cents; cloth, 75 cents. FRE- 
MONT PUBLISHING CO., Fremont, Ohio. 





A 
" 











66 @ MALL TALK) ABOUT BUSINESS.” A 
* catch ,0klet tells about it—sent 3 
FREMONT P' SBLISHING CO., Fremont, Ohio. 








))XPERIENCED solicitor for newspaper ad- 
4 vertising. One acquainted with Kastern 
trade preferred. Address “ B.,” Printers’ Ink. 


WANT the names of 5,000 pos suffering 
from lung diseases or catarrh. Address, stat- 
ing price, “ MEDICUS,” P.O. Box 2264, New York. 


DVERTISING s pace in every paed and pub- 
lication in_t Send samples and 
lowest rates to CRIBBS MFG. CO., Pittsburgh,Pa. 
T°? ADVERTISERS—Give us a share of your 
business. LEE COUNTY ENTERPRISE, 
Smithville,Ga. 8 R.J Blanton, editor and prop’r. 
DVERTISING space in every monthly publt- 
cation, to advertise the Persian Corn Cu 
Send lowest rates to MONROE COHN, 332 W. 1st 
St., New York. 
[% JUSTRATED features for newspapers. Ar- 
beseeri attractive, cheap. Send for Beck and 
mes iAS. W. HARPER, 





pt iculars. 
‘olumbus, O! 
I OLIDAY savertising easily secured by pond 
my illustrated features; all new; ee 

ri ted ygive oy exclusive use. Send for proofs. 
Cha ER, Columbus, O. 


HRISTMAS features, advertisin 

/ ders, etc., for newspapers ; al oma copy. 
righted ; exc lasive use given Send for proofs. 
Cd AS. W. HARPER, Columbus, O 


Oa for advertisers. Bright, attractive, 
/ cheap. Absolute satisfaction guaranteed 
Send for late proofs and particulars. Address 
CHAS. W. HARPER, Columbus, Ohio, 
SITUATION WANTED-—By an all-round printer 
‘ of 5 years’ experience in country news and 
job offices. Good reference as to character and 
ability. “INDUSTRY,” care Printers’ Ink. 


\ 7HY not try OUR HOME AND YOUTH’S 
JOURNAL, Rose, N. Y. A trial ad is solicited 
for Jan. issue at 20c. a line. Guaranteed circ. to 
exceed 50,000. Space limited. Forms close Dec. 15. 


NIRCULATION — Experienced hustler (28)'wants 
/ position to travel for daily or trade od on = 
Competent to make contracts for advertisin, 
South or West preferred. References, presen’ 
employers. “IROQUOIS,” Printers’ Ink. 


$1 b¥- A WEEK, or commission, to take orders 
for the most salable book now bublished, 
pecially for the holiday season Address, a’ 
ote. ee JOHN V VILLIAMS, publisher, 37 Court St., 
buffalo; oa BY way, Albany; or 132 Duane 8t., N. ¥. 








INK. 


MBOSSING wtirncte trade. 





deas on every 
es (9x12) 1a “A MINT OF 
HINTS ”’ that are worth cone _— entire book, 


4 one of the 


.00, 
post-paid. Send for sam eo pe x RIFE 
AXTELL & CADY CO., Embossers, Holyoke, Mase. 


A NEW York spec ecial age agent, representing a 
small list of Western daily papers, can serve 
another good daily to advantage. Pubtishers 
wishing satisfactory representation in the E 
ern field are invited to write to REPRESENTA 
TIVE,” care Printers’ Ink. References. 


)) AST OR WEST—Energetic peinber 12 years’ 
experience, wants ‘ition. as been fore- 
man of two Eastern dailies ; also ouane of good 
editorial work ; strictl. temperate and reliable; 
steadfast to emplo mit interests ; best testimo- 
nials. Address ‘ 706 Berkly St., ‘Camden, N.J 


LL-AROUND NSWEPAPER MAN—Can solicit 
advertisements and subs., write a news story 
in clever style, and have had eight he a jane 
ence in business office of —— daily pers. 
Change desired January Ist. Re erences, Srteent 
ee Addresss “‘ ROBERTS,” care Print- 


N experienced advertising man, former! 
business manager of large city dail ym 
to change location. Successfully fami far with 
best modern methods in circulation and adver- 
tising. a h testimonials as to character, ca- 
pacity a originality of methods.  Atidrens 
BOSTON,’ ” care Printers’ Ink. 
Ww can wo co for you in hy Hy 
Cc or vertisers 
and others executed = moderate prices. Inter- 
red, literary and news articles pre- 
pared, and business gp geny with 0 ——— 
sto THE AS a trip to the C: 5 
PRae off HE ASSOCIATED INDUS RTRIAI 
PRESS, 918, F St., N. W., Washington, D. C. 
7ANTED AT ONCE—A resident advertising 
representative, who can devote part of his 
time to soliciting advertisements for a first-class 
trade magazine, among local manufacturers of 
hardware and metal goods. Localities in the 
West, South and New = preferable. Ref- 
erences required. For terms and i 
address “ ‘P IBLISHER,” » P. O. Box 1 N.Y. 


ADVERTISING AGENCIES. 
AM indorse ST. NICHOLAS. ' 
G EO. W. PLACE—NEWSPAPER ADVERTIS- 
NX ING. 52 Broadway, New York. 
GP EO 3 KRANTZ, 8 


special advertisin; 

Y. dailies. 102 W. i4th St., N. 

+ EWSPAPER Advertising and Purchasing 
JIN Agency. 19 East 14th St. 

Cr: K.HAMMITT, ge Proaames. 








a for 





» New Yor! 
N.Y., willserve you effecti 


RINTERS’ INK, special oo penein Nov. poor 
Send in advertisements on or before Nov. 22d. 


1 0 LEADING dailies, 5 lines, $50. We do it. 
List free. FLETCHER ADV. AGENCY 


Cleveland, O. 


c ‘ou — to mo gage : anyeene anywhere 
—- me, write to th EO. KOWELL 
ADVERTISING CoO., 10 "10 Spruce St., New York. 
ICKS’ News r pr Advertisin Agency, 
H WILLIAM KS. fag 
om St., New York. 


HARLES H. = NEWSPAFER ADV. 
/ AGENCY, 112-114 Dearborn St., Chicago, IIl., 
ame Court, New York. Established 1880.’ Es: 


timates cheerfully furnished. 


HE INTER-STATE ADVERTISING AGENCY, 

of Kansas City, Missouri, a young and suc- 

cessful institution, would like an opportunity 

to for your b It charges noth- 

ing for name, experience or ability—only for 

the space used. Our rates are What you want— 
ask for them. 





——— +> 
THEATER PROGRAMMES. 
Pe INTERS’ INK, special “special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d 
Aare in N. ef theater programmes, 
‘or rates, etc., address 
ADOLPH STEIN, 113 BY Mth St, N. ¥. 























FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 


$1 BUYS 4 lines 50,000 copies proven. 
WOMAN’S WORK, Athens, Ga. 


NAZETTE ADVER’T RECORD—For A $l. 
Testimonials. GAZETTE, Bedford 


IBERTY press, 10x15; used a little. Good bar- 
gain. HEBER WELLS, 8 Spruce St., N. Y. 


A’ one-half price, nearly new Babcock Dis- 
patch No.7. THE DAY, New London, Conn. 


PF aera ILLUSTRATIONS for papers. Cat- 
ogue. 2c. AM. ILLUS. CO., Newark, N. J. 


RINTERS’ INK, special “special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


I OLIDAY advertising papers and cuts for sale 
we, the MERCHANTS’ fag ERTISING CO., 
Bowne Bldg, New York 


von nd advertisers ; schemes and schemers; 
“Tricks and Traps of America,” 64 pages, 
30c. A. R. GOODSPEED, Dwight, Ill. 


Pees SALE—Leading job and book printing 
office and only pees bindery in city of 
30,000. Address J. B. JEWELL, Springfield, Mo. 


M EDICAL journal for sale. Paying business 
for active man. Establis! hed 6 years. Good 
clientage. Ad.“ MEDICUS,” care Printers’ Ink. 


~ EVERAL lots of desirable nervous debility let- 
ters, subscription letters and miscellaneous 
letters for sale, or rent — cop Write us. A 
LEFFINGWELL & CO., CO., Boyce -» Chicago, lll. 
M™c PLATES—Many pa] ny papers find it of great 
advantage to insert a piece of music every 
week. We have over 3,000 lates, which we will 
sell in lots to suit, at from $1.50 each. For par- 
ticulars write to F. TRIFET, 408 Washington St. a 
nm, 
"mnoncnase trade journal, with a good sub- 
a list and aavertising patronage, can 
be bought at fairest terms. ‘hicago. estab- 
lished ¥ years. Highly thought of by its trade. 
Can arrange, to issue from present ottice. Ad- 
dress *‘ HAKD-UP,” care Printers’ In 


TOR SALE—Well established newspaper and 
job office, complete. Nearly new power press 
=. engine. Sell press and engine. Atcounty 
seat large county; in growing Western pn of 
6,000 pop. Good pense for se yo Price, $2,000 
part cash. Address “C. N.,” care Farm, ‘Stock 
and Home, Minne apolis, Minn. 


—_ 











ADVERTISEMENT CONSTRUCTORS. 
ST NICHOLAS. 


On ey? BATES, 620 Vanderbilt 
C's * Ads that sell goods 
N _aanee lief in the advanta‘es of advg. 
4 SIDNEY C. LEWI, 54 Franklin St., N. Y. 
RINTERS’ INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 
F IVE, catchy and convincing ads, $5. If they 
don’t suit ’ll make them good or refund 
ur money. JED SCARBORO, Station W, 
rockin, 10 
LANS of saventiiing sing prepared. Ads written 
singly or in series. Primers and jingle 8 for 
any business. Terms moderate. JOHN 8. GREY 
care Printers’ L 


DS, like fly paper, that catch the reader's 
A mental tentacles and pover let go till he 





3 for #2, 13 for #6 ash with order 
CHAS. A USTIN BATES, "620 Vanderbilt Bidg., N.Y 
Ds = all kinds, primers, pamphlets and cata- 
A” io ues prepared in original, effective forms. 
fitustrations made and entire charge of mechan- 
ical work assumed if desired Address JOHN Z. 
KOGERS, 769 Monroe St . Brooklyn 


RISP, clear, convincing ads—ads that carry 
C truth and earnestness and honesty on their 
faces. Ads that help a business reputation that 

you'll never be ashamed of. That’s the kind I 
lieve in—the kind I write, when I have my own 
way. For Spr retail business 3 for $2, 13 
for $6.50, All others a special prices. Write me 
about it. CHARLES AUSTIN'S BATES, 620 Van- 
derbilt Bldg., New York 






PRINTERS’ INK 


ADVERTISING NOVELTIES. 
Nw | >) rates unvariable in ST. NICH- 


N AZZAROTH—Beautiful calendar in colors. 
Send stamp. BIGGS, Box 645, Louisville, Ky. 


pls ned INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


Q EWING machines will boom your circ’ ——— 
\) Write for particulars and prices. FAVORITE 
MFG. CO., 342 Wabash Ave., Chicago, Ill. 


@OUVENIRS, show-cards and leaflets designed, 
LN printed and Bn oy from natnre, in lifé 
colors. LANDON PTG CO., Columbus, 0. 


Cem AS—New, novel, unique nto pay 
for holiday adve' rtising ; copyrighted ; 
clusive use given. Send for proofs and ood Pome 
lars. CHAS. W. HARPER, Columbus, O. 


Clocks for advertising purposes, by the hun- 

dred or thousand ; paper- we ight clocks with 
advertisement on dial Addre STH THOMAS 
CLOCK CoO., 49 Maiden I ane, Ne w York. 


* the purpose of inviting announcements 

Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dol 








SUPPLIES. 
I EVEY’S INKS are the best. New York. 
4 


yan BIBBER’S 
Printers’ Rollers. 
INC for etching BD eas & COOK, 190 
Water St., New Yc 


DVERTISING vapolies business a noth- 
ing else will. Try ST. N ST. NICHOLA! 


66 PEERLESS” CARBON BLACK. 
For fine Inks—unequaled—Pittsburg. 


RINTERS’ INK, special edition. Nov. 29th 
Send in advertisements on or before Nov. 22d. 
Te TYPE Sag BRUCE’S NEW YORK TYPE 
FOUNDRY, 13 Chambers St., New York 
Best_ and RA, Get their prices before 
a 


‘HIS PAPER _* printed with ink a aang oi 

ured by the W. D. gh SON PRINTIN NK 
CO., L’t’d, 10 eens St., New York. Spec Eiedios 
to cash buyers. 


VAPER DEALERS—M. Plummer & Co., 45 

Beekman St, N Y., sell every kind of paper 

used by printers ‘and publishe rs at lowest prices. 
Full line quality of Printers’ Ink 





~~ —_—_ 
ADDRESSES AND ADDRESSING, 
{T. NICHOLAS. 
S 


RINTERS* INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d. 


7) NVELOPES and circulars addressed, $2 25 per 
4 thousand Satisfaction guaranteed. G. Il. 
VAN WYE, Chicago. 


+ eater who have facilities for bringing ad- 
vertisers and consumers into contact through 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 
for one dollar. Cash with order. 


TEWSPAPERS., circulars, samples, etc., dis- 
4N tributed in District of Columbia and ad- 
ioiping States ; signs nailed up; paint wall, bul- 
etin, barn and fence advertising signs ; mailing 
and addressing. HERMAN J. MARTIN CO., 
Washington, D, C 


A PVERTISING space in ST. NICHOLAS. 


RINTERS’ INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov 22d. 


Tt. LET—Front office in building No. 10 Spruce 
Street. Large and well lighted ; steam heat ; 
se light For further particulars address 

EO. P. ROWELL & CO, 







Fee 


rar 


— 


—_—- 





Sete 
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ELECTROTYPES. 


RINTERS’ INK, special edition, Nov. 29th. 
Send in advertise ments On Or before Nov. 22d. 


QE ND one of your metal base cuts and receive 
sample duplicate of same, mounted on light- 
weight metal base. E. T. KEY SER, 5 Beekman 
St., N. Y. 





ILLUSTRATORS 
S*- NICHOLAS, 





ee 


{ND ILLUSTRATIONS. 


I ANDSOME ILLUSTRATIONS for papers. Cat- 
alogue, 25¢ AM. IL LUS. CO., Newark, N. J. 
RINTERS’ INK, “spec ial edition, Nov. 

Send in advertisements on or before Nov. 


eo 


29th. 
22a. 


NEWSPAPER INSURANCE. 


NSURE present and future business by using 
ST. NICHOLAS. 


PRINTERS’ INK, special edition, Nov. 29th, 
Send in advertisements on or before Nov. 22d. 


( ys CIRCULATION—What made London Tit- 

Bits? How did Answers reach 700,000? 
nearly a million! New York 
ver cent in a 





Pearson’s Weekl 
Press and Advertiser increase 200 5 
aan? oe one answer FREE INSURANCE! 

THE COUPON COMPANY, No. 173 ead 
New York, is the only agency in the United 
States for making contracts with newspapers for 
use of coupons. Write or call. Always happy 
to confer with business managers. 








PREMIUMS. 


EW premiums for publishers and merc am: 

EAGLE SUPPLY , New Haven, Con 

UR catalogue has the best premiums. al E 
BOOK COMPANY, 142 Worth St., NewYork. 


N 
C 





QEWING machines half price to publishers. 
Lists free. AM. MACHINE CO., Chicago, Ill. 


RINTERS’ INK, special edition, Nov. 29th. 
Send in advertisements on or before Nov. 22d, 
st NICHOLAS celebrates his twenty-first birth- 
\ day so successfully that the first edition of 
the November number ts all sold. 
YREMIUMS—Sewing machines are the best. 
Will increase your circulation. FAVORITE 
MFG. CO., 342 Wabash Ave., Chicago, Ill. 
] OLIDAY BOOKS —The | largest assortment 
and lowest prices. If you want something 
good to give away at a very small cost to you, 
send for full particulars to OGILVIE, the pub- 
lisher, 57 Rose St., New rk. 


ADVERTISING ME. DIA. 
QT. NICHOLAS. 
kK 











Q EATTLE TELEGRAPH. 
s 


"[ HE Le Roy (N. Y.) GAZETTE is a first-class 
weekly newspaper 
LERT advertisers advertise in KATE FIELD'S 
4 WASHINGTON, Washington, D. C. 


40 WORDS, 6 times, 


Brockton, Mas 
DVERTISERS’ GUIDE. Mailed on rece ipt of 
4% stamp. STANLEY DAY, New Market, N. J. 
NRIPE’S Commercial Reporter, Springfield,O. 
circ, 28,000; 20c. per line. Copy paper, 10 cts. 


COVER the State of Indiana. 13 le pained dai- 
lies. FRANK 8. GRAY, 12 Tribune Bldg., N.Y. 
7 MANITOBAN (Monthly Magazine), Winni- 
peg, Man. Circ.,3,U16 ; largest, 9,000. 20¢, a line. 
( ur Southe rn Home,40p. mo. Immigration jour- 
Cir’n large, a rateslow Hamlet,N.C 
TEWBURGH, N. ‘op. 2,000, The 
iN newspaper,ds nity Bt ni-weekly JOURNAL 
RINTERS’ INK, special I edition, Noy. 29th 
Send in advertisements on or before Nov. 22d. 
NY person advertising m PRINTERS’ INK 
/\ to the amount of $10 is entitled to receive 
the paper for one year, 


50 cents ENTERPRISE, 
Circulation, 7,000. 

















leading 
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We INSIN AGRICULTURIST. Racine, Wis. 
Proved circulation, 30,000 ; 20 cents a line 
LBANY, N_Y., ea NION, every even- 

4\. ing,and WEEKLY TIMES, reach everybody. 

Largest circulation. Favorite Home paper, 














E INDEPENDENT. Own your own ne 
paper. Se a i stimates La PICTORI AL 

WEEKLIES Cu., St., New York Cit, 
EADY PRIN All sizes; very low prices ; 
\ varie 3 lite prary features ; special news serv- 
ice. UNION ee COMPANY, 15 Vande 


water St., New York 


si; Church Press Association, Incorporated, 
publishers of twenty Church Magazines, com- 
bined circulation, 35,000. Samples and rates on 
application 108 18th St., Phila, ‘ 


& 000 SOUTHERN farmers atin with- 
os in past 6 months, ao better class for 
advertisers of every kind. per M.; 5 M., 
$2.00. T. J. KING, Box Ric. Ew i Va. 
I OMES AND HEARTHS will be a winner for 
advertisers ; 50,000 copies monthly, every 
copy circulated; 40c. line: yearly orders 2c. Send 
to WATTENBERG’S AGE 21 Park Kow, N.Y. 










CY, 








)ANAMA STAR AND HERALD~— D. and w.; pub. 
at Panama ; est. 1849. Eng. and Span. editions 
cover Mexico, Cent. and So. America. Cir. 0. 
ANDREAS & CO., gen. agents, 52 Broad St., N. Y. 


000 SWORN circulation, with the farm 
25, ers of the Southern States. E 
Ba, lithographed cover in colors, handsomest 
JSarm magazine published. Rates, $2.00 per inch. 
HUNTER PUB, CO., Richmond, Va 


( ‘OLUMBUS, Central, Southern, and Southeast- 
ern Ohio eS ra ric * RNAL a advertisers. 
I 














THE OHIO STATE Daily, 12,500; 
Sunday, 17,000, covers the 
field. “All le ading advertis 
oe QIGNS OF THE TIMES,” Middletown, N. Y., 
‘ has opened its columns to alimited num 
ber of select advertisements. Established in 
1832, in the interest of the Old School Baptist 
Church. Never has an ad been accepted until 


now. Rate cards sent upon | application. 


poe PAPE = 
all the official anc 


Ta am special agent for 
ing papers of the va- 
rious fraternal orde "One inch, one time, in 
18 of the best papers, will vost $25. Rates fur 
nished on —— lists of Masonic, Royal Arca 
num, A. O Knights of Pythias and all oth 
ers of this ¢ a Send for list and rate card. GEO. 
8S. KRANTZ, Special Agent, 102 W. 14th St., N. Y. 


1? wa miss using the advertising columns of 
YOMANKIND (circulation 50,000) and AMER- 
ICAN FARMER AND FARM NEWS (circulation 
165,000) to make known aaa? hristmas offers to 
the people of this great country who have money 
to buy, you will be missing THE chance of your 
life to get more for your money than you con- 
tract for. The advertising rates quoted are the 
lowest in the world, when the character and ex 
tent of the circulations are taken into _ ac- 
count. GEO BECK, 193 World Bldg.. y 

City, Eastern “ ad ” manager. 


Pith» -~ x 
MISCELLANEOUS. 

~'T. NICHOLAS. 

s 














I EVEY’S INKS are the best. New York. 
4 


7 AN BIBBER'S 

Printers’ Rollers 
JIPANS TABULES are a gentle cathartic. 
\ Best of liver tonics. A family remedy 





RINTERS’ INK, special edition, Nov. — 
Send in advertisements on or before Noy. 22d. 


pelts 





stamps, Continental, and Sotets 
on List of each, 3c. C, F. ALKIRE, Box 
228, Mt Sterling, Ohio. 


YAPER DEALERS M. Plummer & Co., 45 

Beekman St, N. Y., sell every kind of paper 
used by printers and eo at lowest prices, 
Full line quality of Pi rinters’ Ink 


fi new “ HANDY BINDER” for PRINTERS’ 
NK is anad ‘able device for the preserva- 
tion of your co sof PRINTERS’ INK and is 
very neat and serv eager We will send it, fader 
paid, on rece ipt of 64 the cost of the * Binc er.” 
Address PRINTERS’ NK. 10 Spruce St., Y. 






















PRINTERS’ INK. 


American 








Newspaper Directory 
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The American Newspaper Directory has appeared regularly, every year, 
for a quarter of a century. 

The edition for 1894 will be the first issue of the second quarter of a 
century. 

This book originated the effort to state newspaper circulations, No 
systematic effort in that direction had ever before been made in this or in any 
other country since the beginning of the world. 

Mr. George P. Rowell, the originator of the Directory, is its publisher 
to-day. 

In all the years that the book has appeared it has never rated a newspaper } 
circulation higher because the publisher was a friend, or lower because he was 
not. 

A plan has been inaugurated that has effectively eliminated the circulation 


liar, and seven years’ trial has demonstrated its effectiveness. 





Mr. Rowell for the past year and a half, has devoted his own time and 
energies to improving the effectiveness of the Directory—especially so far as 
relates to its circulation ratings. 

He has surrendered to younger, but not less experienced successors, all 
active work in the Advertising Agency conducted by a corporation bearing 
his name; and his interest and occupation are now solely those of a publisher. 

He appeals with confidence to the newspaper publishers of the United 
States, the honest, legitimate, successful publishers, to aid him in his efforts to 
make the American Newspaper Directory what it purports to be—a reliable 
record of the American Press and a reliable guide, for the use of advertisers, 
on the point of comparative newspaper circulations. 

It must ever be borne in mind, in this connection, that circulation, 
although an important element in fixing the value of a newspaper for an ad- 
vertiser, #s not by any means the only one, and sometimes it is hardly the prin- 
cipal one. 

It is, however, the one upon which the advertiser is most anxious to have, 
and finds it most difficult to obtain, reliable information 


PRICE, FIVE DOLLARS. 
Geo. P. Rowell & Co., Publishers, 
10 SPRUCE STREET, NEW YORK. 





Address, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


PUBLICATION OFFICES: 
No, 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 


Issued eVery Wednesday. Subscription Price: 
Two Dollars a year. Three Dollars a hundred ; 
single copies, Five Cents. No back numbers. 


JOHN IRVING ROMER, EDITOR. 








NEW YORK, NOVEMBER 22, 1893. 


PRINTERS’ INK. 





PRINTERS’ INK regrets to announce 
the death of Stephen R. Niles, head of 
of the well-known Boston advertising 
agency bearing his name. In our next 
issue will be given a portrait and 
sketch of Mr. Niles, who was, at tne 
time of his death, the oldest advertising 
agent in active service. 





A NEW use for the ‘‘ Ready-Made 
Advertisements” has been unearthed. 
We learn that some printers are in the 
custom of suggesting to local dealers 
that these advertisements would make 
good circulars and soliciting orders for 
printing on that basis. 





THE mail order business is one of 
the most tempting, but withal one of 
the most difficult branches of a retail 
business to conduct successfully. The 
experience related in another column 
of Mr. Bates, formerly of Indianapolis, 
but now of New York, will interest 
advertisers who have struggled with 
this problem. Mr. Bates says that 
one of the most efficacious methods of 
obtaining better results from his ad- 
vertising in the country papers was in 
having every change of copy set up in 
his own way and sent out in the form 
of printed slips. He found that he 
could get his advertisement set satis- 
factorily and 50 proof slips taken for 
only $1 each change. This was just 
as cheap as having mimeograph copies 
made, as is now done by many stores 
which advertise in country papers in 
their neighborhood. ‘The particular 
advantage of printed copy is the op- 
portunity of obtaining distinctiveness. 
The papers will follow it closely, while 
manuscript copy the country com- 
positor is certain to set in his own in- 
dividual style, so as to give it the ap- 
pearance of about every other adver- 
tisement in the paper. 





WASHINGTON, D. C., rejoices in the 
possession of a clothing firm bearing 
the suggestive name of Brown, Mudd 
x Co. 





There is surely a vein of sarcasm in the 
editor of Prinrers’ Ink. One of his leading 
artictes in the issue of November 8th is headed 
‘‘Novelties in Philadelphia.”—New York 
Recorder. 

Whatever ground there may be for 
poking fun at the Quaker City on ac- 
count of its alleged sleepiness in some 
respects, it must be admitted that from 
an advertising standpoint it is not out- 
ranked by any other town in the 
country. Its advertisers are progressive 
and, as aclass, lead the world in the 
artful use of printers’ ink. 


TO READ over all the little adver- 
tisements, particularly the ‘* personal” 
and ‘‘ lost” notices, is a regular part 
of the duties of the wide-awake ex- 
change editor on leading dailies. 
Where anything unusual is noted and 
a street address affords a clue to the 
identity ofthe advertiser, a reporter is 
at once sent out to investigate. Many 
an amusing story or choice bit of gossip 
is picked up in this way. People who 
don’t care to have their private affairs 
ventilated in the press are cautious 
about publishing an address, and pre- 
fer to give a box number or have their 
answers come in care of the paper pub- 
lishing the ad. 





FOLLOWING is a copy of the circular 
letter sent out by Rogers, Peet & Co., 
to customers of former years : 

November 10, 1893. 

Dear S1r—I should be glad to help you, as 
I remember to have done before, in selecting 
your proper suit ur overcoat. I am perfectly 
familiar with the best stock of clothing in New 
York, and shall be quick to find the sorts that 
fit your body and mind. 

I shall also be glad tosee that you are intro- 
cuced to the right sort of furnishings, hats 
and shoes; for we have everything that boys 
and men wear. Yours respectfully, 


P. S.—It may interest you to know that the 
house is introducing a new line of underwear 
in special sizes to fit stout and slim men. 
Shapes not heretofore produced ; knit to our 
order and controlled by us. 

The letters are gotten up in imitation 
of typewriter, but bear the written sig- 
nature of the salesman who, the books 
show, made the last sale to the customer 
in question. Many people appreciate 
knowing the name of the salesman with 
whom they deal, and like to be able to 
ask for Mr. So and So upon entering 
the store. 














THE women of San Francisco are 
circulating petitions urging the news- 
papers of that locality to abstain from 
sensationalism, One of the leaders of 
the movement says: ‘‘ Eastern papers 
are not as sensational as Californian. 
I do not consider our papers fit for 
my children to read, and will not allow 
them in my house. Why do the pa- 
pers fill their columns with the acts of 
depraved people, calling attention to 
them with great black head-lines, while 
they put the good deeds of the world 
in little out-of-the-way corners? Why 
don’t they say more of industries ?” 


PROBABLY every business man who 
has advertised a little has had some ex- 
perience with the professional ‘‘ write- 
up” fiend. This individual is a sort of 
leech on the legitimate advertising busi- 
ness. He is usually connected with 
some newspaper of high sounding 
name, and he approaches the person he 
has selected as his prey with the manu- 
script or, perhaps, a proof of a flatter- 
ing article which he will agree to print 
for a cash consideration. Sometimes 
he asks a direct payment—at other 
times all that the victim need do to se- 
cure the indorsement of this precious 
publication is to order a certain num- 
ber of copies of the paper at so much 
per copy. At one time there existed 
in New York a paper which published 
obituaries on this plan, and approached 
friends of the deceased for remunera- 
tion! A manufacturer of clay-working 
machinery at Willoughby, Ohio, sends 
us some communications which he has 
received from a Western paper of this 
character. The publisher’s typewrit- 
ten letter is as follows: 

We herewith inclose proof of an article 
which will appear in the editorial columns of 
the Journal. It is submitted to you merely 
as a courtesy, as no charge whatever is ate 
tached, and even the question of using a num- 
ber of papers is optional with you. It will be 
published, regardless ef how many papers 
you use. Should you, however, desire to 
avail yourselves of the force which is at- 
tached to such unbiased editorial indorse- 
ment, we can furnish copies at eight cents 
each by the hundred, or six cents each by the 
thousand, Less than one hundred copies fif- 
teen cents each. 

Should you wish papers, please give us 
notice at once. Kindly return the inclosed 
proof, in any case, as we shall publish the 
article for the protection of our readers, re- 
gardless of incidental orders for papers. We 
send you copy of Journal under separate 
cover this mail. 

The proof inclosed with the letter 
was a glowing panegyric purporting to 
have been written ‘‘ after critical ex- 
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amination,” and ‘‘ without fear, favor 
or hope of reward.” The heading in- 
dicates its character : 


PERFECTION OF MECHANISM. 


A Product Which We Editorially Indorse to 
Every Reader of the Journal, 

The subjects of this flattering article, 
Messrs. J. W. Penfield & Co., write 
to PRINTERS’ INK as follows: 

The article, you will see, would apply equally 
well throughout toa portable engine or a bi- 
cycle, a typewriter, a camera or a brick ma- 
chine, The writer of the article evidently be- 
lieves that glittering generalities are the things 
to be sought for, and that the brickmaker who 
would fail to be convinced by his lucid argu- 
ment merits instant condemnation and consign- 
ment to an asylum for the weak-minded. 

Methinks ’tis rather piscatorial, Next! 

It would hardly seem credible that 
such threadbare schemes for roping in 
advertisers could possibly prove suc- 
cessful, but, since they continue to 
exist, we must conclude that they find 
support in some quarter. 





AN ACCIDENT. 


Jounstown, N. Y., Nov. 3, 1893. 
Editor of Prixters’ Ink: 
Inclosed’ find check for $2, for one year’s 
subscription to Printers’ Ink. 
Gold seekers sometimes find a nugget where 
they least expect, Printexs’ Ink came to 
my notice by accident, 


Yours truly, 
Ww. E, AITKEN, 


AN OPENING FOR AN ALL-ROUND LIAR, 
From the Burlington (Vt.) Independent. 
Printers’ Ink tells of a local advertiser 

who uses the suggestive caption, “‘ ‘I hou shalt 

not lie,’’ and then goes on to specify that he 
is offering $18.00 overcoats for $y.00. Whenit 
comes to lying this man isn’t in it with his 

Church street relative, who uses the columns 

of our daily paper to tell us that he sells goods 

**so per cent less than actual cost,” quoting 

‘“* Men’s melton cassimere suits $3.75, are sold 

elsewhere at $12; imported Prince Alberts 

8.99, worth $28,” etc. An occasional visit 
rom an all-round liar isn’t the worst thing 
which can befall a person, but to have such 
monumental falsehoods in the standing adver- 

tisement of what appears on its face to be a 

reputable business house, is a disgrace to 

civilization. 








Humor’s Decay.—Minstrel End 
Man (to Professional Literary Humorist): I 
say, old fellow, now, really, is there any money 
in writing jokes for the comic papers ? 

Humorist—Certainly. Why, I can live a 
whole week on about forty jokes! 

End Man-— ‘Slavery, sir; positive slavery! 
Why, in the palmy days of minstrelsy I could 
start in at the beginning of the season with 
one joke, and live on it for forty weeks.—Puck. 

‘*The way to sleep is to think of 
nothing,’’ saysa scientist. Allan editor has 
to do is to ruminate over his bank account,— 
Haverhill (Mass.) Bulletin, 
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Readers of Printers’ Ink who 


make use of any advertisements appearing under this 


head will confer a favor by mailing a marked copy of paper containing same to the editor of 
Printers’ Ink, Newspaper I}ox 150, New York City. 





For any business—(By C, A. Bates). 


No Use Talking, 


you can’t have quality without price. 
Sometimes you get price without | 
quality, but it isn't so here, Every 
da lar you bring to us gets one hundred | 
cents’ worth of good 
Nobody does more than that, or, if they 
do, the sheriff stops it pretty soon. 








For Shoes, 
IN WALKING 
THROUGH LIFE 


great care should be taken to keep the feet 
comfortable, This is impossible without good 
toot-wear, and the best of known covering for 
the feet is 


THE 
JAMES LAST 
SHOE. 


It is excellently made by hand-work, and 
comfort is its leadirg point. Every one who 
wears it knows this. Those who don't wear 
it should do so—that is, if they want an easy 
walk in life. 

JAMES LAST & SONS, 


Shoe Manufacturers, 





For a Stationer—(By P. W. Blackmer). 


‘* Answer My Letter od 


is the cry you hear from your 
correspondents, We suspect 
the reason why you don’t 
write is because you are all 
out of that . . 


‘White Cloud”’ — 


which you bought of us last 
month, We understand why 
you dislike to use anything 
else now. But we have more 
of it. Try this combination: 


The ‘‘ Rex’’ Pens. 
The ‘‘ Rex’’ Paper. 
The ‘‘ Rex’’ Ink. 


REX & QUEEN CO. 


For Shoes—(By G, E. Fairhead), 
THERE ARE FEET WIZ corns. 
THERE ARE FEET 
THERE ARE SHOES 2247 F!. 
THERE ARE SHOES T#47 Don’. 


We have none of the don’t kind. 
We can give every foot a com- 
Sortable fit. That’s our specialty. 
Every worthy make is in our stock, 
Our “ Kumfort’’ Shoes for Men, at 
$3.00, are breaking the record as 
fast sellers and good wearers. 


KUMFORT SHOE COMPANY 


WITHOUT. 





Men's Furnishinge—(By P. W. Blackmer). 


“Your Neck Tie’s Up Behind” 


is a remark that gives a man more 
mental agony than a lost button in an 
important place. 

But our customers never heard such 
a remark addressed to them. 


“Sizer” Shirt Prevents 


such a calamity by a special device 
sewn on every shirt 

You get the benefit without extra 
charge. 


| $1.00 Shirts or Higher. 


| SiZER SHIRT CO, 








For Hats—(By Sidney C. Lewi). 
‘It May Have 
‘Been True in 
|Shakespeare’s Day 


that “* uneasy lies the head that wears a 
crown.”’ But, if crown-making has kept 
pace with hat-making, the Queen of 
England, in her crown, need be no less 
comfortable than the man who can 
raise $2.00 for a “‘ Crown”’ hat 


x7” BAND & CAP. 


P.S.—They say the Q. of E.'s crown is 
several hundred years old and still in Ar con- 
dition. ‘*Crown’’ Hats are durable, too, as 
well as comfortable, 























For a Clothier—( By Sidney C. Lew). 
PROPER 
PREPARATIONS 


for cold weather include a good, 
warm Ulster. To those who have 
ever worn them—but they know the 


comfort—we’ll speak to those who | 


think they'd like to see what they're | 
like. You’re free to come in and try 
them on, and, if you don’t like, don’t 


buy ’em. We'd like to sell you one, | 


but not against your will, 





For an Optician—(Ly Top O’ Collum). 


Is the Print Bad? 


or is the trouble with your eyes? 
If reading a newspaper for a short 
time hurts your eyes, you may be 
sure there is something wrong. 


Perhaps Your Eyes 
Are Failing. 


If so, you should not continue to ruin 
them by compelling them to perform 


harder work than they are capable of, | 


Consult with us—we are practical | 
opticians, 





For a Successful Business—(By Sidney C. 


ew). 
NOT AGE 
BUT EXCELLENCE. 


We don’t pride ourselves on having 


existed for 50 years or 75 years, ‘hat | 


frequently means old fogyism. We do 
pride ourselves on having madeea 
success in two years, That means 
progress. It’s such offerings as these 
which have hoisted us on the shoulders 
of that strong, pleasant gentleman— 


SUCCESS. 





For a Tailor—(By Sidney C. Lew). 


Ay, there’sthe rub | 


on the clothes. It 
makes them shiny, 
and wears out the 
bindings. Now, 
don’t think it can 

ibe prevented. It 
can't; but there’s no 
reason it shouldn’t be 
cured. We repair 
clothing. Shall we 
have a chance at 
yours ? 


A Dollar of Cure is Worth— 


TRYING. 
TWEED & SHEVYOT. 
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| For a Grocer—(By C. A. Bates). 


The Things We Eat 


very largely make us what we are. No 

thought can pass through the mind 
| without leaving some effect, however 

slight. Many slight impressions, in 
time, make mighty changes. It’s the 
same with the body. Abuse it with 
poor food and take the consequences, 








For purity and certainty in groceries come to 





For a Hardware Man—( By Sidney P. 
Johnston). 


MANY A POKER PLAYER 


would often gladly have 
given half a dollar fora 


SPADE 


So would you were you 
to see the new stock laid 
inby . . « 


JOHN BLANK, The Hardware Man. 











For Real Estate. 
| Groundless Fears 


| are those entertained about our ground, No 
chills and fever in winter, no malaria or mos- 
| quitoesinsummer. Perfect drainage, pure air. 
Gas and water mains laid. Paved streets and 
sidewalks, Lots $200, were $100 two years 
ago, and may double in value again in the 
next two years, 


Therefore, jf you don’t want to build, 
you can stillsee the advantage cf the invest- 
ment, 

THE TOWN LOTS LAND CO., 
Landville, N. Y. 








For Umbrellas—(By J. H. Tubers). 


SUNSHINE 


or 
STORM 
FERRULE BROS, 


PROVIDE 
PROTECTORS, 


COVERS, 
t ARE THE BEST. 


FRAMES, 
STICKS, 


WE CARRY A FULL LINE OF 
PREVENTATIVES 
FROM 
SUNSTROKE 
and 
SPOILED SUITS. 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 


Lonpon, November 1, 1893. 


The Harness affair has had a more 
immediate sequel than I anticipated, in 
more ways than one, The attacks in 
the Pall Mall Gazette had not been 
completed when a debenture holder in 
the Medical Battery Company, Lim- 
ited, suing in behalf of fellow deben- 
ture holders having a stake of over 
£7,000 in the concern, obtained an 
order of the Court of Chancery for the 
appointment of a receiver. ‘The com- 
pany had already convened a meeting 
for the purpose of resolving on a wind- 
ing-up, and Mr. Harness himself had 
resigned his presidency of the com- 
pany. No opposition was offered to a 
receivership, and a receiver was there- 
fore appointed by the court. This is 
a striking example of what a strong 
newspaper can do, 

* ¥ * * % 

In connection with the case, the fol- 
lowing amusing ‘‘ want” has appeared 
—presumably a joke on the part of Mr. 
Tuer, the well-known publisher and 
collector, whose address it bears: 


“VARNESS BELTS WANTED—Twenty 
pence per score given, ‘hose with in- 
teresting histories or pedigrees preferred, Ad- 
dress ‘*Collector,” The Leadenhall Press, 
~C 


“* x * *% * 


The advantages of a distinctive let- 
tering for advertisements have often 
been remarked 
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served place among successfully adver- 
tised medicines. The following plain 
lettering has, I think from the first, 
been constantly employed for the name 
of the medicine, and the head-lines of 
the advertising : 


Guy’s Tonic. 


Although this is quite an ordinary 
font, and one which, I suppose, any 
printer would have in stock, it would 
be impossible to say that Mr. Stemp has 
not identified it with his article. ‘The 
tonic has been brought to the front by a 
consistent use of small spaces, made the 
most of and well followed up, and the 
story of its success would be well worth 
telling. It will be reverted to at an 
early date as an instructive piece of 
commercial history. 

* & * * x 


On the other hand, the extraordinary 
type affected by Messrs. Hinde’s, Lim- 
ited, of London and Birmingham, is an 
example of the use of a bizarre and un- 
usual lettering to secure the same ad- 
vantage which Mr, Stemp gets by severe 
plainness. It would seem that either 
plan may bea good one, ‘The one el- 
ement cf success is perseverance with 
it. Messrs. Hinde’s advertise curling- 
pins (for ladies’ use), and a new form 
of hair-pin, which is strikingly adver- 
tised in the example here reproduced in 
miniature, which, as it is a decided 
adoption—and a very clever one, let 


. 





upon. Such a 
letter is, in it- 
self, a sufficient 


A HAIR PIN 





agent in identi- 
fying an adver- 


WrtHout Points 





tisement, and 
serves some- 


Blas Goop Points: 





what the office 
of a large dis- 
played name— 
that is, it makes 
it impossibie to 
glance, even 
casually, at the 
announcement ——— 
without being | -acestccveer."” “* 
at least remind- 
ed of its iden- 
tity. How far 
even a plain let- 


CANT OCRATON THe wEADy 
AND WON'T Pace OUT. 


EACH ETORE AMO WAREHOUEE 
aNOWS Acs ABOUT THEM. 











MATENvEE® ame manerncrwntes @ 
envente ane Foner aercuee 


See THe Pomre 


Hinde’s 


“Pyr Point” 


Hair Pin. 





London & Birmingham. 





Hinde’s Ltd., 
ter may be made 


to subserve this object, is shown by the 
case of Guy’s Tonic—an article which, 


after a long struggle, is taking a de- claim as possibly indebted in some 


me say—of American methods, it might, 
perhaps, not be too presumptuous to 

















small measure to PRINTERS’ INK’s 
inspiration, 
* * * x 


In this connection, it may be inter- 
esting to show the French version of 


tal 
VoYez Donec 
“ ce Ressort! 


mangvz DEProsig 


c’est. 


LaGRAFE ..DE LONG” 


‘*See That Hump?”—an _ advertise- 
ment which a friend has kindly sent 
me, from Paris Le Courrier. 
es oa * es 
The manager of the Princess’ thea- 
ter, London, Mr. John Hollingshead, 
well known in England and America, 
has, or professes to have, some odd 
ideas in advertising. The programme, 
consisting of four pages, has advertise- 
ments on two pages only. The first is 
filled with general announcements, 
headed with the zazve declaration : 


* 





NOTICE. 

This and the next page are purely advertis- 
ing pages, and nothing more. The three 
great motive powers of the world, Soap, 
Mustard, and Pills, are not treated with much 
respect. No advertisement appears, or will 
appear, of ‘ Pears’ Soap,” ‘* Colman’s Mus- 
tard” or ‘* Beecham's Pills.” 











Mr. Hollingshead, who manages the 
advertising space directly, instead of 
farming it out to a contractor, as most 
theatrical managers do, has, perhaps, 
not been besieged by the proprietors 
of these articles, after all? The back 
page is confined to theatrical advertise- 
ments and is headed : 





People who don’t care about the Princess 
Theater and its Entertainment, or who do 
care about them, but want an occasional 
change, can go to—— 











which at first sight looks like an objur- 
gation, but is not so intended. Mr. 
Hollingshead is an advertiser himself 
of almost Barnum-like acuteness. Ten 
or twelve years ago, when he had the 
Gaiety theater, which was and is the 


PRINTERS’ INK, 





553 


acknowledged home of the leg-drama, 
he got off a high-flown manifesto (he is 
great at manifestoes), in which he talked 
about ‘* The Sacred Lamp of Bur- 
lesque ” being always kept alight—and 
so on. This, of course, produced a 
general howl of critical ‘‘ chaff” in the 
newspapers, and gave the concern the 
run of free advertising, which the as- 
tute manager doubtless forescw. The 
present programme has not been with- 
out some result in the same direction— 
but I see the Princess’ was closed last 
Saturday, 


WHAT STOCKTON OWES TO ADVER- 
TISING 





From the Boston Weekly Journalist. 


Mr. Edward Bok, editor of the Ladies’ 
Home Journal, and long an editor and busi- 
ness agent of Chas. Scribner’s Sons, writes 
importantly to the publishing guild, when he 
says: “It is only the reviewer here and there 
who says just the right word to sell a book. I 
believe that if a book can command talk ; that 
is, talk in the parlors and in the homes—in 
other words, gets talked about—that kind of 
advertising is better for it than all the book 
reviews it can receive, Talk is what sold 
*The Rise of Silas Lapham,’ by Howells. I 
believe more in the value of advertising in the 
regular display columns of the newspaperthan 
in abook review. ‘Take thecase of Stockton’s 
* The Late Mrs. Null.’ It was very generally 
reviewed, but it didn’t sell the book, Then 
the Scribners spent fully $5,000 in advertising 
it. They kept it up, day afterday,and finally 
everybody had seen the title in large display 
letters. Then they began to wonder what 
*The Late Mrs. Null’ was like. Then it 
commenced selling, and sold until 30,000 copies 
had been printed.” 

The regular display columns of the large 
newspaper will prove to every publisher who 
uses them intelligently and skillfully that they 
pay better than news columns of reviews, and 
will pay every time. Herein the large news- 
paper is the best friend and ally the publish- 
ing business has had ; it should be appreciated 
and cultivated, 





CHANGEABLE ELECTRIC SIGNS. 
From London Fame. 

The Partington Advertisement Company 
have submitted to us a working model of their 
Universal Automatic Electric Advertising 
Machines, for use at railway stations at night, 
or in obscure places by day. Thenovelty lies 
in the application of electetcity and theelectric 
light to the contrivance. The advertisements 
are exhibited on glass, and any colorscan be 
produced, One machine containstwenty-fr r 
discs or advertising spaces, so that each 
machine is capable of showing twenty-four 
different advertisements, These advertise- 
ments are reflected on the dial of the front of 
the machine by means of lenses, and the whole 
is illuminated by electricity. The duration 
of time for which an advertisement is to be 
exhibited can be adjusted by an automatic 
movement, and at each movement or change 
of advertisement a bell sounds, which must 
necessarily attract passers-by, The company 
can produce the advertisement in its entirety, 
and exhibit it inthe machine at a weekly rental 
of sixpence per advertisement for a quantity 
of discs or advertisements, 
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A WAR OF SIGNS. 


painted advertising placards, 


ly'F! 


LIABLE 


Sarsaparilla 


THE OLD 


£ 


‘i OTHERS 
ill Wh wwe Cue "OY 


i 





out the entire country. 


covering sides, ends, or roofs of barns, 
and running along adjacent fences, 
This work in the country is, of course, 
done in a rougher and more dashed-off 
style than is to be seen in Chicago or 
any of the large cities. This is only 
natural when one considers the acres of 
surface the wandering artist covers. 
In this line of work a well-known pro- 
prietary medicine, Hood’s Sarsaparilla, 
seems to take the lead. In the most 
unexpected places these ads stand out 
in mammoth size, shouting at the trav- 
eler, ‘‘ Hood’s, Hood’s, Only Hood’s,” 
with a monotonous repetition that finally 
dazes the observer into a state of won- 
derment as to what in the world it all 
means, The great rival house, the 
Ayer Co., show a somewhat wily di- 
plomacy in leaving the woods, fields, 
and wastes of rural territory entirely to 
the competitor who makes such a 
strong reach for it. They administer 
a coup de grace when it comes toa large 
city by painting every available space 
along the busy thoroughfares. The 
crowds in the city notice above the 
rush, roar, and din of the daytime, and 
showing in the flicker of gas and elec- 
tric light at night, the mammoth an- 
nouncements on walls of high buildings, 
proclaiming that Ayer’s Sarsaparilla 
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Chicago citizens, who see at every 
hand around the city the glaring, 
little 
realize the extent to which this same 
kind of decoration is carried on through- 





In any direc- 
tion for hundreds of miles along the 
railroads great signs are to be seen 



















































** Cures Others, Will Cure You.” The 
metropolitan sign, besides being of a 
higher tone and dress, like the citizen, 
is up and out o’ nights. The sign ona 
barn in the country, like the farmer, 
does no execution after dusk, and is of 
a rougher, more off-hand character, 
but from daybreak to sunset it gets in 
its work on the attention of any chance 
passing straggler as effectively as the 
flashy city sign does on the crowds. 
Doubtless, thousands upon thousands 
of visitors at the World’s Fair this 
summer have been as much impressed 
with the omnipresence of sarsaparilla 
and its wonderful medicinal qualities as 
they have been with anything they have 
seen. From the time of leaving their 
native heath, the fact that ‘‘ Hood's 
was only Hood’s,” or something to that 
effect, could not have been out of their 
mind five minutes at a time as they sped 
through the country, as long as daylight 
lasted on their way. And on awaking 
in the morning from a sleep, doubtless 
attended with visions of what blessing 
sarsaparilla might have in store for 
them, dawn came on nearing Chicago 
with a blaze of sarsaparilla at every 
hand, not Hood’s alone now, but in- 
termixed with Ayer’s, with Ayer's on 
top, as shown in the illustrations ; and 
if he is not impressed with the fact 
that this sarsaparilla matter stares him 
in the face as one of the stern necessi- 
ties of life, he must be of a peculiarly 
unsusceptible temperament. Philos- 
ophy treats much of the power of sug- 
gestion, and the medicine man evidently 
understands human nature and the fact 
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TMERS 
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that the average mind, when focused 
upon a subject that is so hammered 
into the comprehension by such a power 
as these immense, constantly repeated 
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announcements, must necessarily give 
way to some degree of conviction. 

In this battle with paint in the out- 
skirts of the city there are several in- 
stances where both medicines are ad- 
vertised on the same building. Hood’s 
will appear on the side or end of the 
building, and the roof will loom out 
with *‘ Ayer’s On Top.” Everybody 
notices it, and naturally laughs at both 


hh sav: Gapar Wa 


S RUWANS 94 10? 


of them, and while it is a serious ques- 
tion which gets the most good out of 
it, it is probable that the fellow ‘‘ on 
top” wins some degree of admiration 
for his ‘‘ get there” proclivities. In 
keeping with the exhibition of nerve he 
makes in the outskirts of the city, the 
fellow on top makes a spurt and leads 
into the homestretch in a way that 
makes the other fellow ‘‘ not in it.” 
When he gets into the city he climbs 
some of the high ‘buildings with his 
paint pot and brush, and is a good deal 
higher up than when he was “‘ on top’ 
in the country. Scores of big signs in 
every part of the city, even to the very 
heart of Chicago, at points more prom- 
inent than the post-office or the city 
hall, proclaim his goods, while the rival 
‘makes no sign” and drops out of the 
race. The fellow who states that he is 
always on top, doubtless thinks he has 
given ample proof of it.—Chicago 
Times. 





Encouraging anAuthor.— Manuscript 
Reader: Here is a - eeecaprecs from some 
writer I never heard o 

Great Magazine Editor Well, no use dis- 
couraging the ‘poor fellow. Kick it around 
the floor, so it will look as if it had Leen care- 
fully read, and send it back,—New York 
Weekly. 

Not Without Consolation.—‘‘ Did 
ou go up in the Ferris wheel when you were 
in Chicago?’ 

**No; but (brightening) I wear one of Mr, 
Ferris’ waists.” —/udye. 
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WHAT'S IN A NAME? 


J. F. Smirn & Company, 
PROPRIETORS OF 
Smith’s Bile Beans, Smith’s Bile Beans 
Small, Smith's Pain Oil, Smith’s { 
Imp. Carbolized Salve. | 
New York, Nov, 15, 1893. J 
Editor of Printers’ Ink : 

Perhaps none of your many readers peruse 
the columns of Pxinrers’ Ink from week to 
week wih more interest than we do, and few 
give to the suggestions so frequently made by 
your correspondents more consideration. We 
look upon Printers’ Ink as a valuable reposi- 
tory of hints to advertisers, and as such of 
great use. 

The identity of some of your breezy writers 
is unknown to us, but it strikes us, as practical 
advertisers, that many criticisms are based on 
false ideas and impracticable theories, 

It seems to be the effort of the new genera- 
tion of advertisement writers to become “* lit- 
erary”’ in their work, and to impart a purely 
zsthetic tone to their productions. To old 
advertisers, or to men who look upon an ad 
vertisement only in the light of the amount of 
money it will bring in, this effortseems to need 
acheck, There are certain articles that will 
stand ornate embellishment and a touch of the 
literary pen. But, as a general rule, it is a 
mistake, a very great mis'ake, for any adver- 
tisement writer to write over the heads of the 
people his employer wants to reach. And 
many, many advertisements put forward by 
Printers’ INk correspondents as models are 
of this character. 

This is an opinion which may or may not 
be right, but is given for what it is worth, 

We have one remark to make, however, 
which is not addressed to men who are working 
on what we believe to be a mistaken theory in 
advertising, but to a correspondent of yours 
whoasserts his individual view of the name we 
have given our proprietary article, 

This writer says: “‘A disgusting name like 
‘Bile Beans’ grates upon one’s nerves aid 
sickens even a_ strong stomach.”’ A great 
author says: “* Partial culture runs to the or- 
nate; extreme culture to simplicity.” The 
critic who dislikes the name “ Bile Beans” 
mentions a number of articles which, he says, 
have become famous, half because of their 
striking names, and among them are two 
names ending with the much abused and un- 
warranted ‘‘ine.’”” Now, we venture to say 
that no article will become “ half famous” on 
its name. Advertising of the very best kind 
is required to make anything famous, and the 
secondary contribution to fame is merit in the 
article advertised. 

So far as the name “ Bile Beans”’ is con- 
cerned, it was chosen for the purpose of bring- 
ing a plain article in a plain way before plain 
people. Bile is a good English word and 
beans is a word that even culture- loving Bos- 
ton dotes on. ‘* Bile Beans’’ are pills, origi- 
nally bean shaped,and their action is the near- 
est approach to that of bile of any remedy 
known to medical science, 

“ Bile Beans,”’ we would like to say for the 
information of this critic on nomenclature, are 
sold in the ratio of twenty to one against any 
preparation of the kind with the same amount 
of advertising. What does he think of that? 
And in a perfectly friendly way we suggest 
that if he will buy a bottle of these useful pel- 
lets and take them regularly for a week he 
will be less likely to have a jarring of the 
nerves or a sickening of the stomach by the 
sound of the name. Sincerely, 

J. F. Smitn & Co, 
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Miscellanies. 


Proved Himself Competent.—‘‘ Col. 
McMaplecall,’”” read the managing editor 
from the applicant’s card; *‘ahem! so you 
want to be foreman up-stairs, eh? Do you 
think,’ he continued, doubtfully, ‘‘ that you 
are capable of running a large printing-office 
to the satisfaction of all concerned? You 
must reflect that in these days of trades-unions 
and walking delegates, when workmen strike 
on the least provocation, we are obliged to 
conduct our business not so much to suit our- 
selves as to meet the exactions of our em- 
ployees. If you are quite sure you can suc- 
ceed in satisfying every one, in offending no- 
body, in giving each of the men just what he 
wants—or in deluding him into believing 
you are doing so—in reconciling all the petty 
jealousies, in keeping a smiling face under the 
most trying circumstances—” 

* Yes, sir; that's where I’m right at home,”’ 
interposed the applicant, emphatically. ** Oh, 
I have nad charge of men before—and of 
women, too! My experience as a strategic, 
diplomatic, peace-preserving, fault-finder- 
pacifying, long-suffering, never-grumbling, 
much h-badgered commander has been exten- 
sive and crucial, sir; crucial !” 

** Indeed !”’ returned the _ managing editor, 
raising his eye-brows; ‘ahem! Colonel 
McMaplecall, may I— er—ask just what you 
were colonel ot ? 

** Certainly, sir,’’ replied the would-be fore- 
man, drawing himself up with an air of con- 
scious pride; “for five seasons, sir, I was 
colonel of a comic opera company, in which 
there were two feline prima donnas, three sav- 
age tenors, four fighting funny meu and a 
chorus of sixty turbulent voices,” 

**Say no more, colonel,’’ cried the manag- 
ing editor, with a radiant smile, ** the place is 
yours to command,” —/’uck. 


‘That about describes it, don’t you | 
think so?” said the reviewer, reading the fol- 
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I 
wish we could get a bright young woman to 
run our Women’s Department. 
Editor-in-Chief—So do |; 
everlasting scoop !—Puck,. 


A Novelty.—Managing Editor : 


it would be an 


The Actor.—I say, Jane, what is the 
difference between a bill-board and a board- 
ill 
Actor’s Wife—Well, 
bill-board.—Zi/z. 


Spacer.—I wonder why no news- 
paper has ever called itself the Moon ? 

Liner— Probably because that planet is un- 
derst».od to be made up of worn-out materials, 
—Kate Field's Washington, 


you can’t jump the 


Limitations of Literature. — Little 
Boy: What is your papa? 

Little Girl—He’s a literary man, 

- What’ s that? ie 

* He writes.’ 

** What does he write ?”’ 

“Oh, he writes most everything 
checks.’”’"—Good News. 


"cept 


Lives of poets oft remind us, 
If we use the proper means— 
Discard metre, rhyme and reason— 
Wecan shine in magazines. 
—Kansas City Journal, 











SOME LEADING NEWSPAPERS. 
MASSACHUSETTS. 
wltry, Boston, monthly: regular 








ation 30,711, much larger than any other 
| publication in Massachusetts devoted specially 
to the live stock interest, or than any other 
Poultry journal in the United States. 


| MISSOURI. 


MEDICAL BRIEF. mon monthly, St. Louia, has 
|a regular issue of 30,473 copies, guaranteed by 
American ee per Direc tory, a larger cire’ ula- 

| tion than any other medical journal in the world. 


PENNSYLV ANIA. 


lowing from his criticism of Jarley’s book: | 


*The scene between May and Ogilvie 
where he urges her to become his secretary— 
is masterful in its strength. The innate se 
fishness of the man is reve aled, and May finds 
that her idol has feet of clay.” 

**T don't know,’’ said the editor. Did 
the man really have cold feet ??’—/udge. 


A Middletown editor is critically ill 
as a result of eating toadstools, and we trust 
the press association of Connecticut will not 
overlook the offense, A more humiliating 
impeachment of an honored craft has not 
been entered since an Indiana editor was mis- 
taken for a woodchuck and filled up to the 
ears with buckshot. No wonder people are 
doing more thinking for themselves.—New 
York Commercial Advertiser. 

In the Same Condition.—A_ mer- 
chant called at the office of a paper in Hous- 
ton, Tex., with the copy of an advertisement 
and asked the clerk to insert it. 

“ Sorry, but I can’t do it , the paper is full.”” 

‘* Where’s the proprietor ? I think he would 
run it in for me.’ - 

“Impossible, sir, he’s full too,” 
Siftings. 

** Billposting and actress’ diamonds | 
are the great mediums of theatrical advertis- | 
ing. 


- Texas 


% Yes. And the chief factor in each is the 
me. 
“So! What is that?” 


- Paste.” —Browning-King Monthly. 


Pitt«burgh PRES has the largest circula- 
tion rating of any —— n that city, viz: 40,964 








Displayed Rivettieements 
50 cents a line; $100 a page; 25 per cent 
extra Jor specified position—if grauted. 
Must be handed in one week in advance. 
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TELEGRAPH, the joading 
Democratic daily north of San Francisco. 


UPERIOR Mechanical Engraving, Photo Elec- 
trotype Eng. Co.,7 New Chambers St , N. | Y. 


ADIES’ HOME JEWEL, New Haven, Ct. 
A High-Class Magazine. Will pay advertisers. 


The. Household Pilot New Haven. 


Modern Queen, 
Godson extends in every State and Territ’y. 
Magazine for the phe of the 
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sample copies, rates of advertising. e etc., address 
GERMANIA, Manchester. N 
Minneapo 
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ation. Pays Advertisers. 
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Appite vation. 
Proven. Only 1 
line. “ONCE A MONT i.” 
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PRIN 
COIN’ MAILING CARD BAT 


Increase ro Naetienrepr' cue Sam- 
ple free. Send yi ra rr 

ments. DAO OM PAN Y. 

le sadaabees and Mfrs., Detroit, Mich. 


21.00—Visiting Cards. We will engrave a 
copper plate and print 50 visiting cards for $1.00. 
Samples, £0. , ee ge guaranteed. For 10c. 
we will SERN Br ur book, “Card - 
quette.” ELL BROS., , Toledo, 0. 


EST a FOR PREMIUMS are 
issued by EXCELSIOR PUB. HOUSE, 
29 Beekman Street, New York. 
te Send for terms and tte of electros. 




















~ RAPID ADDRESSINC. 

The only authentic Trade Lists, Envelopes and 
Wrappers addre; in a hurry eg = wpe 
Names guaranteed DPBELKR co r par- 
ticulars address F_ D. BELKNAI rest., sia 316 
Broadway, New York C 


NEW YORK LEDGER 


MALP- TONE 

PORTRAIT, I.5 

Single col., 

__ CHICAGO PHOTO ENG. CO., 185 -9) O i 
A COMPARISON 2a _ 


During 1892 THE EVENING POST 
contained 377,862 lines more advertising 
than any other evening paper in New 
York City, a visible concession to its 
superior value asan advertising medium. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 


Circulation, = - - - {5,500. 
Advertisers find IT PAYS! 


WATCHES ~~ 
Are the Best PREMIUMS. | 


Address the manufacturers direct, 


THE PHILADELPHIA WATCH CASE CO., 
___ RIVERSIDE, N. J. 


ADVERTISERS «keep your eye on 


GODEYS” 


because the eo — are getting, 
throug 
ae @& for the price of 1, ti 
which means—* Practically your choice of any 
American Periodical Fr. 
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| HOPKINS & ATKINS, 
Ww vin agp D.C, 2 

* Sy 

‘rite for taformation 





French Advertise- 


[ ments, French Circu- 
lars, French Booklets, 
|F rench Catalogues, 
Penne Pamphlets, 
{French Translations 

ADS. from English and Ger- 
—_ Ros! te ey 
re-Dame Stree 
{Hentoouk, Canada. 





WIRE SHELVING 


iFor many purposes possess- 
ttt jes advantages over any other 
kind. It isclean, light, hand- 
jsome, strong ; harbors no ver- 
min, collects no dust, occu- 
Ipies least space. Send for 
catalog. 


POPE RACK CO., 
St. 1 Louis, M Mo. 


o |xou NEED HELP? ~*~ 


The California Press Bureau 
Furnishes It! 


News, Editorials, Stories, Wit and Humor, Cor- 

respondence, supplied everywhere. 
FOREIGN CORRESPONDENCE 

and Midwinter Fair Letters a Specialty. 


Address CALIFORNIA = BUREAU, 
N JOSE, CAL. 
















PRINTERS’ INK, special edi- 
tion, November zoth, 5,338 pub- 
lic libraries. No extra charge 
| for advertisements in that issue. 
|The Little Schoolmaster will 
| teach the frequenters of the 
ireading- room a useful lesson in 

the art of advertising. Adver- 
tisements intended for the spe- 








| cial issue should be handed in 


on or before Nov. 22nd. Ad- 
dress PRINTERS’ INK, 10 Spruce 
| St., New York. 











A SMALL MAN AND A BIG ? BOY. 


WE 


CAN RUN IT. 





The ““NEW MODEL” Newspaper Web. a 


CAMPBELL PRINTING PRESS & MFG. CO., - - 160 William Street, New York.| 





ae 


















PRINTERS’ INK, 
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GANNETT & MORSE CONCERN 
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“THE TABLES TURNED.” 
The man who wishes to turn General De- 
pression into Personal Profit and thus 
gather a rich harvest of 
DULL TIME DOLLARS 
a will find that, by making his wants or wares om, 
known to the One Million Two Hundred and 
Twenty One Thousand families regularly reached by Comrort, he will make A Tucky Hit. 
For turning the tide of trade, for turning Failure into Success and Loss into Gain, COMFORT, 
the great orp oe agg sng er stands alone—at the head, 3 4 
Space of Agents, or of us direct. THE GANNETT & MorsSE Concern, Publi: i 
Boston Office, 228 Devonshire Street. New York Ofice, Tribune Building. hem, Aagestn, Maine, 
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|, Oft Proclaims the Man. | 


]/ A piece of printed matter can’t talk back. It 
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can’t answer objections or offset a bad impression 


with smart replies. 
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Best have it irreproachable. Have it pre- 
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ig possessing. First impressions are the ones that ; 
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count. How does our printing impress you? /A3 
Avoress WM. JOHNSTON, Mer. PRINTERS’ INK PRESS, g 


10 SPRUCE ST., NEW YORK. 
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The Recorder 


LEADS AGAIN. 


>0es0—> 


HE RECORDER led Newspaper Row again yester- 
day in the matter of displayed advertising. Of this 
most conspicuous class of advertising—the unerring 
index of the preference of the large retail business 


eeeeeere’***** houses whose announcements appeal to the great 
— body of the purchasing public—THE SUNDAY 
= RECORDER printed 80 columns: 32 columns 


more than the Sunday //era/d, and 16 columns 
more than the Sunday /World. 

This precedence of THE RECORDER in the important 
feature of displayed advertisements clearly indicates what the 
shrewdest merchants of New York and Brooklyn think of it as 
an advertising medium. Displayed advertisements are the work 
of experts in the art of advertising. The great retail firms that 
employ them are trained and experienced critics of the relative 
value of newspapers in reaching the main body of buyers. They 
aim to draw the shoppers to their stores. They put their big dis- 
played advertisements in the columns which they know, by the 
actual test of their daily business, -reach the shoppers. The 
shoppers are the people who keep homes and provide for families. 
THE RECORDER is the tradesman’s first choice for his dis- 
played advertisements, because he knows that it is read by a 
larger number of the homekeepers of Greater New York than 
any other metropolitan journal. 

As usual, THE RECORDER was one of the invariably 
leading three New York newspapers yesterday in advertising of 
all kinds. It published gg columns of advertisements, displayed 
and classified. The newspaper holding fourth place was 40 
columns behind THE RECORDER’S total. The 77ibune’s 
total was 55 columns less. The 7Zimes’ total was 57 columns 
less. But to push comparisons further would be cruel. 

The newsdealers bought 124,225 copies of THE RECORDER 
yesterday, and their orders are printed in detail on the next page 
of this issue. Alike in business and circulation THE RE- 
CORDER is advancing all the time. This is because it is the 
citizens’ candidate among newspapers, and people of all parties 
vote for it—New York Recorder, November 1}, 189}. 
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As an 








Jlevant__ 
Equipage 


Attracts admiration on the street, or a fine window 














display on the sidewalk, so does a well constructed 
advertisement, properly placed, excite favorable atten- 
tion from newspaper readers. 

This truth, if properly understood, solves the 
problem of successful newspaper advertising. 

To accomplish this has been our business and 
study for over a quarter of a century. 

We know how to do it. 

We have proved this to the satisfaction of 
many old-time customers. 

We do not stop there, however. We are ready to 
serve a// who wish to patronize us equally as well. 

Why should you do things in a half-way manner ? 
The best service costs no more than the ordinary. 

Call to your aid all the accumulated ideas and 
talent of those who have been years in the business. 

Spend every dollar judiciously, consult us in 
person or by letter and let us show you what 


we can do. 
000 


The Geo. P. Rowell Advertising Co., 


NEWSPAPER AND MAGAZINE ADVERTISING, 
10 SPRUCE STREET, NEW YORK. 


















































